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Abstract 
In the past five years, the number of Canadian visitors to Montana and their expenditure totals have 
decreased. This report highlights the characteristics of Canadian travelers to Montana, along with 
accompanying analysis of recent literature and statistics that attempt to provide some explanation for 
these observed trends. Results confirm that that the exchange rate is the largest contributing factor to 
decreases in Canadian visitors to the state. 
 
Highlights:  
• Estimated visitation numbers, estimated expenditure totals, and the exchange rate between the 
U.S. and Canadian dollar appear to have a strong correlation to one another, as the favorability 
of the exchange rate for Canadians decreases, so do the estimated visitation numbers and 
subsequent estimated expenditures.  
• The Canadian population is expected to age markedly over the next decade or so providing 
increased opportunities to capture a market segment that traditionally travels more and has a 
larger portion of their income categorized as discretionary. 
• Visitors from Alberta, British Columbia, and Saskatchewan represent 91% of all Canadians to 
Montana.  Of the three provinces, Alberta is 65% of visitors, British Columbia is 21% of visitors, 
and Saskatchewan is 14% of visitors.  
• Comparing visitor behavior between 2014 and 2018, the top three primary reasons for visiting 
Montana was “just passing through” for 41% in 2014 up to 45% in 2018; “vacation, recreation, 
or pleasure” was 32% in 2014 dropping down to 37% in 2018, and; “shopping” as the primary 
reason for 15% in 2014 which dropped to 9% in 2018.  
• Recreational shopping was in the top three primary activities in 2010 and 2018 for both British 
Columbia and Alberta visitors but only in 2010 for Saskatchewan visitors.  Recreational shopping 
dropped in 2018 for each of the three provinces in 2018 anywhere between 8% to 22%.  This 
decrease in shopping correlates with the unfavorable exchange rate for Canadians between 
2010 to 2018.  
• Repeat Canadian visitors indicated that only 14% had visited any Indian Country in Montana, 
while 71% stated they had visited Glacier Country. It appears there could be an opportunity for 
Indian Country to capture some of these desired experiences. 
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Executive summary 
Over the past five years, tourism leaders in Montana have observed changes in travel behaviors from 
Canadian visitors to the state, particularly in the northeast and northcentral parts of Montana. The 
purpose of this study was to gain a greater understanding of why this change in visitation behavior and 
subsequent visitation spending may be taking place. Conducting a review of the published literature on 
travel relations between the U.S. and Canada, along with analyzing already existing ITRR data on the 
topic, results show that the most significant factor for understanding Canadians and their travel to the 
U.S. deals with the current exchange rate between the U.S. and Canadian dollars.  
 
Residents from Alberta, British Columbia, and Saskatchewan represent 91% of all Canadian visitors to 
Montana. As expected they enter Montana via roadways rather than air since there are no direct 
commercial flights from Canada to Montana. Overwhelmingly, Canadians enter the state via 
automobiles and trucks 
with an average of about 
three quarters of all visitors.  
Twelve to 20% entered by 
Recreational Vehicle and 
another 1% to 7% via 
motorcycle.  
 
Similarly, respondents from 
2010 and 2018 stated their 
top activity while in the 
state was scenic driving. 
The most significant change 
in activities was reflected in 
visitors who stated 
recreational shopping as an 
activity. In 2010, 42% of Alberta visitors did recreational shopping which dropped to 34% in 2018; British 
Columbia visitors dropped from 53% to 37% and Saskatchewan visitors dropped from 38% to 16%.   
 
In a review of ITRR data on repeat Canadian visitors, the top three activities while in Montana were 
shopping, scenic driving, and hiking.  One noticeable difference between first time and repeat Canadian 
visitors to Montana dealt with the information sources they used while planning their trips. Although 
both groups indicated their most used trip planning resource was a search engine (e.g., Google), first 
time visitors were much more likely to use online resources (e.g., YouTube, Consumer Online Reviews, 
Online Videos, Travel Websites) and were more likely to use more resources in general. Additionally, 
repeat visitors were more likely to use resources like information from an automobile club (e.g., AAA), 
or information from a previous visitor(s) to Montana.  
 
As for why Canadians choose to visit Montana more than once, repeat visitors to the state said ‘It is 
close to where I currently live’ and because ‘Montana has no sales tax.’ When assessing repeat visitors, 
the purposes of their trip tend to be more focused on vacation/recreation (84%), driving through (56%), 
and shopping (36%). When asked what would increase the likelihood of them returning to the state, 
50% of respondents stated ‘more information for new and different things to do,’ along with ‘more 
opportunities to experience cultural heritage’ (32%). However, this same group of repeat Canadian 
visitors indicated that only 14% had visited any Indian Country, while 71% stated they had visited Glacier 
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Country. It appears there could be an opportunity for Indian Country to capture some of these desired 
experiences, as many of the Indian Country areas in Montana are within 200 miles of the Canadian 
border.  
 
Other than the overarching power of the exchange rate and its ability to affect travel to the U.S., 
information provided by the Canadian government projects that the Canadian population is expected to 
age noticeably over the next decade. This aging population potentially provides more opportunities for 
travel as this budding demographic is projected to be healthier, wealthier, and more mobile than their 
predecessors. If this projection coincides with another development (an increase in the favorability of 
the exchange rate for Canadian visitors), it should be the case that Canadian visitation to the U.S. and 
Montana would increase over the next several years.1 If visitation and spending from Canadians is to 
reach peak levels like that of 2013, it will most likely occur as the result of an improved exchange rate 
for Canadian citizens.  
 
Overnight Auto Travel and the Canadian Dollar 2005-2021 
  
                                                          
1 The Conference Board of Canada. “Outbound Canada: U.S. Regional Travel Outlook 2017-2021.” Outbound 
Canada: U.S. Regional Travel Outlook 2017-2021. The Conference Board of Canada, June 2017. 
http://veilletourisme.s3.amazonaws.com/2017/07/Outbound-Travel-Outlook-U.S.-Regions-2017-20211.pdf. 
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Introduction 
Canadian visitors to parts of Montana (particularly the Highline and the eastern part of the 
state) have decreased in numbers and, presumably, their travel characteristics have changed over the 
years according to anecdotal information provided by tourism industry folks (business and travel 
promotion entities) in the affected areas. It has always been true that visitation and spending by 
Canadian visitors decreases when the exchange rate is unfavorable to them. However, it is unknown if 
other factors are involved in these recently observed changes.   
Purpose 
The purpose of this project is to further our understanding of the observed change in recent 
Canadian visitation. Canadians contribute the largest proportion of international visitors to Montana 
and the United States2, therefore understanding this particular demographic has wide reaching 
implications for the state’s tourism and recreation industries. Questions that were raised and presented 
to ITRR for initial research are listed below: 
 
• Why are Canadians coming to Montana? Is it simply a pass thru location or a destination of 
travel? 
• Are there any observable changes in behavior and activity? 
• What are some of the differences between first time visitors and repeat visitors? 
• When do Canadian visitors come to Montana? 
• What is the most useful trip planning resource for Canadian travelers? Upon arrival, what is the 
most useful resource? 
• What is the nature of Canadian visitation to Montana tribal reservations? What activities or 
events are Canadians seeking out and participating in? 
Methods 
The methods used for this report were two-fold. First, a literature review was conducted 
focusing on Canadian travelers to the U.S. looking at frequently cited articles from previous decades, 
facilitated by more recent literature and statistics on the subject provided by government agencies from 
the two countries. Second, historic and more recently gathered data by ITRR related to characteristics 
and travel behavior of Canadian visitors were analyzed and compared to help recognize any observable 
trends over time.  
  
                                                          
2 Grau, Kara and Battaglia, Brian, "Canadian Travelers in Montana: Traveler Profiles by Purpose of Trip to the State" 
(2015). Institute for Tourism and Recreation Research Publications. 320. 
https://scholarworks.umt.edu/itrr_pubs/320 
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Findings 
Canadian Travel and Relationship to the United States 
 According to the United States Travel Association, there were 21.5 million overnight travelers 
from Canada to the United States (U.S.) in 2018.3 This figure, which doesn’t consider day-trips 
performed by Canadians, accounted for 55% of all international overnight trips by Canadians in 2018. 
The subsequent impact Canadian visitors have on the U.S. economy is significant. Compared to the $9.3 
billion spent in Canada by U.S. travelers, Canadians spent an estimated $22.8 billion in 2018. This travel 
trade surplus with Canada was around $12.9 billion for 2018. A close trade agreement is one of the 
strongest ties the two countries share with one another, as 75% of Canadian exports are sent to the U.S. 
and 14% of U.S. exports are sent to Canada.4 
 
Historic Visitation 
The early 2000’s posed some challenges for the tourism sector including 9/11, SARS, and the 
War in Iraq. Visits to the U.S. by Canadians plummeted during this period, but soon recovered with the 
value of the dollar increasing along with an improvement in the political climate.5 Visitation rose steadily 
from 2004-2014 with a 70.7% increase in overnight trips during this period. Visitation from Canada to 
the United States dropped slightly from 2014-2016, but then increased roughly 5% in both 2017 and 
2018. Currently, twenty-seven percent of all international visitation to the U.S. is performed by 
Canadians. This is a decrease from the previously found 34% in 2012.6 Regardless, these two proportions 
are still significantly higher than any other country whose citizens visit the U.S.  
 
  Canadian travel to the U.S. typically correlates with the U.S.-Canadian exchange rate and 
increased visitation of Canadian travelers to the U.S. in 2017 and 2018 is attributed to the strengthening 
of the Canadian dollar. A 2019 U.S. Travel Association report identified the top reasons Canadian 
travelers gave for not traveling to the U.S.: unfavorable exchange rates, an uncomfortable attitude 
towards U.S. national politics, and concerns about personal safety.7 To offset the exchange rate 
concerns, some tourist areas near the border have chosen to accept Canadian dollars one-to-one with 
the U.S. dollar to encourage travel even during periods of a weak Canadian dollar.8  
 
Figure 2 provided by the Conference Board of Canada shows the relationship between the 
exchange rate of Canadian and U.S. dollars to the number of overnight auto travelers.  
 
 
                                                          
3 U.S. Travel Association. “Canada: International Inbound Travel Market Profile (2018).” U.S. Travel Association. 
U.S. Travel Association, November 14, 2019. https://www.ustravel.org/research/canada-international-inbound-
travel-market-profile-2018. 
4 ibid 
5 The Conference Board of Canada. “Outbound Canada: U.S. Regional Travel Outlook 2017-2021.” Outbound 
Canada: U.S. Regional Travel Outlook 2017-2021. The Conference Board of Canada, June 2017. 
http://veilletourisme.s3.amazonaws.com/2017/07/Outbound-Travel-Outlook-U.S.-Regions-2017-20211.pdf. 
6 Ibid  
7 Ibid 
8 U.S. Travel Association. “Canada: International Inbound Travel Market Profile (2018).” U.S. Travel Association. 
U.S. Travel Association, November 14, 2019. https://www.ustravel.org/research/canada-international-inbound-
travel-market-profile-2018. 
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Figure 1: Overnight Auto Travel and the Canadian Dollar, 2005-2021 (Conference Board of Canada) 9 
 
Note: exchange rate for Canadian $ listed in 2005, 2009, 2011, 2013, 2016 & 2019 from https://www.ofx.com/en-
us/forex-news/historical-exchange-rates/yearly-average-rates/ 
 
Some Canadian traveler characteristics provided by the U.S. Travel Association include the following: 
 
• Two-thirds of Canadian international travelers visited the U.S. in the last five years. 
• Nearly 40% of Canadians surveyed indicated they were very interested in visiting the U.S. within 
the next two years.  
• Seven in ten Canadians preferred air travel between U.S. cities, while half were likely to drive 
between cities once arriving to the U.S.  
• Friends and family, a return visit, adventure, beaches or water sports, and food and cuisine were 
the top incentivizing factors for visiting the U.S.10 
 
 
Current Canadian Travel to U.S. 
Canadians travel to the United States more than any other international destination where 64% 
of all international trips were to the U.S. In 2018, Canadian residents made 44.4 million trips to the U.S 
but this number is still down from the peak in 2013. Age is a factor in Canadian travel. Canada’s 
population is expected to surpass 38 million by 2021, and the aging population (55+) continues to 
increase. The proportion of Canadians aged 55-64 will increase over 4% from 2017-2021, and those 65+ 
will increase 15%. 11 A forecast table provided by the Conference Board of Canada shows the percent 
change population by age and region for 2017 versus 2021 (Table 1). 
                                                          
9 The Conference Board of Canada. “Outbound Canada: U.S. Regional Travel Outlook 2017-2021.” Outbound 
Canada: U.S. Regional Travel Outlook 2017-2021. The Conference Board of Canada, June 2017. 
http://veilletourisme.s3.amazonaws.com/2017/07/Outbound-Travel-Outlook-U.S.-Regions-2017-20211.pdf. 
10 Ibid 
11 The Conference Board of Canada. “Outbound Canada: U.S. Regional Travel Outlook 2017-2021.” Outbound 
Canada: U.S. Regional Travel Outlook 2017-2021. The Conference Board of Canada, June 2017. 
http://veilletourisme.s3.amazonaws.com/2017/07/Outbound-Travel-Outlook-U.S.-Regions-2017-20211.pdf. 
2005 
0.83 
2009 
0.88 
2013 
0.97 
2016 
0.76 
2019 
0.83 
2011 
1.01 
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Table 1: Percent change in population by age, 2017 vs. 2021 (Statistics Canada) 12 
 
 
The 55 and older segment of the population is generally the age group where outbound travel 
numbers are high, so it is likely outbound Canadian travel will increase. As Canadians age, they are 
increasingly more likely to travel to the U.S. as they are healthier, wealthier, and more mobile than their 
predecessors according to the Conference Board of Canada. If the over 55 cohort of Canadians take the 
same proportion of pleasure trips in 2020 as they did in 2010, trips to the U.S. will increase 34%. 13 
 
The 44.4 million trips to the United States in 2018 is an increase of 4.7% from 2017. This is the 
second consecutive annual increase. However, travel to the United States remained well below its peak 
of 56.2 million in 2013, when the Canadian dollar was last at par with the U.S. dollar.14 The majority of 
trips made by Canadians to the United States (75.3% or 33.4 million) were by car in 2018, up 3.8% from 
2017. The largest portion of those who traveled to the United States by car, some 67.2% (22.5 million), 
were same-day travelers. Categorically, overnight car trips to the United States increased 2.3% to 10.9 
million in 2018. 15 
 
Overall, however, the proportion of Canadian residents traveling to the United States by car has 
declined in recent years as travel by plane has increased. For example, the proportion of car trips to the 
United States declined from 82.5% in 2000 to 75.3% in 2018, while plane trips increased from 12.4% in 
2000 to 21.7% in 2018. Additionally, plane trips from 2017 to 2018 to the United States increased 8.9% 
to 9.6 million.16 
 
Literature on Canadian Travel to U.S. 
One of the topics of study when understanding Canadian travel to the U.S., albeit dated yet 
relevant, deals with the nature of cross-border shopping. Cross-border shopping has been popular for a 
long time between U.S. and Canada. Tourism between the two countries is dominated by automobile 
                                                          
12 ibid 
13 ibid 
14 Statistics Canada. Travel between Canada and other countries, December 2018, Travel between Canada and 
other countries, December 2018 § (2019). https://www150.statcan.gc.ca/n1/daily-quotidien/190221/dq190221c-
eng.htm. 
15 ibid 
16 Statistics Canada. Travel between Canada and other countries, December 2018, Travel between Canada and 
other countries, December 2018 § (2019). https://www150.statcan.gc.ca/n1/daily-quotidien/190221/dq190221c-
eng.htm. 
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travel, with easy border crossings and strong familiarity between the two countries.17 Several factors 
influence the existence and growth of cross-border shopping. First and foremost (as mentioned), a 
favorable exchange rate is the largest factor in cross-border shopping. Other factors include lower sales 
taxes, lower prices, and a larger selection of goods. In addition, for many people, cross-border shopping 
is not exclusively an economic necessity but instead based on pleasure and recreation.18 Other research 
has demonstrated that between one third and one-half of cross-border shoppers surveyed indicated 
their primary motivation for crossing the border was pleasure.19 Although border shoppers are typically 
considered day-visitors, the activity is considered a form of tourism because those shoppers are crossing 
borders, spending money, and use tourism services.20 Other research efforts have also demonstrated 
that the Canadian dollar appreciations are positively correlated with same-day trips by Canadians.21 
Additionally, it has been found that this relationship is significantly affected by domestic and border 
policies.22  
 
More recent literature includes a 2017 study conducted by the Conference Board of Canada, 
who administered a survey asking questions about future plans Canadian residents have to visit the 
United States and if Trump’s presidency affected these plans. Thirty-seven percent noted that Trump’s 
presidency would negatively affect their travel plans to the United States, but these responses were 
generally from a younger population, whereas Canadian travelers to the United States typically tend to 
be older.23 The Canadian Conference Board predicted overall overnight leisure trips will grow 3.6% 
between 2017-2021, with automobile travel growing slower at 2.8% and trips by other modes 
forecasted to grow at 4.9%. This projection considers the comparatively low value of the Canadian dollar 
and the greater effect this has on budget-sensitive automobile travelers. 24 
Canadian Travel to Montana 
As the only American state that borders more than two Canadian provinces, Montana shares 13 
international border crossings (Whitetail/Big Beaver now permanently closed) with Canada, with the 
most heavily traveled ports being Sweetgrass, Roosville, and Piegan. Sweetgrass, the most popular and 
only 24-hour commercial border crossing in Montana, nearly eclipses crossing numbers of all the other 
Montana ports combined.25 Montana’s proximity to Canada paired with its remarkably long shared 
border (545 miles) makes it an easy destination for Canadian residents. According to the U.S. Travel 
                                                          
17 Butler, Richard W., Dallen, Timothy, J. (1995) “Cross-border Shopping: A North American Perspective,” Annals of 
Tourism Research: Vol. 22, No. 1 pp 16-34. 
18 ibid 
19 Ritchie, K.D. (1993) “Spatial analysis of cross-border shopping in Southern Ontario (Unpublished B.A. honor’s 
thesis, Department of Geography, University of Waterloo). 
20 Timothy, Dallen J. (1999) "Cross-border Shopping: Tourism in the Canada-United States Borderlands," Visions in 
Leisure and Business: Vol. 17 : Iss. 4 , Article 2. 
21 Matteo, Livio Di, and Rosanna Di Matteo. “An Analysis of Canadian Cross-Border Travel.” Annals of Tourism 
Research 23, no. 1 (1996): 103–22. https://doi.org/10.1016/0160-7383(95)00038-0. 
22 Ferris, J. Stephen. “Quantifying Non-Tariff Trade Barriers: What Difference Did 9/11 Make to Canadian Cross-
Border Shopping?” Canadian Public Policy 36, no. 4 (2010): 487–501. https://doi.org/10.3138/cpp.36.4.487. 
23 The Conference Board of Canada. “Outbound Canada: U.S. Regional Travel Outlook 2017-2021.” Outbound 
Canada: U.S. Regional Travel Outlook 2017-2021. The Conference Board of Canada, June 2017. 
http://veilletourisme.s3.amazonaws.com/2017/07/Outbound-Travel-Outlook-U.S.-Regions-2017-20211.pdf. 
24 ibid 
25 “Ezbordercrossing.” ezbordercrossing. Accessed December 17, 2019. https://www.ezbordercrossing.com/list-of-
border-crossings/montana/. 
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Association, 90% of the Canadian population lives within 100 miles of the United States border, albeit 
with a significant portion of that residency occurring on the east coast.26  
 
Data collected by ITRR in 2014 showed that Canadian travelers represented 14% of overall 
travelers to Montana that year, with the predominant primary reasons of “just passing through” (41%), 
followed by “vacation, recreation, or pleasure” (32%), and “shopping” (15%). Of those that visited 
Montana with the main purpose of shopping, 73% entered through Roosville while 18% entered through 
Sweetgrass.27 In 2018, it was estimated that Canadian visitors made up 10% (1,366,000) of all 
nonresident travelers to the state. 28 Of those travelers, 45% were primarily “just passing through,” 37% 
were in Montana for “vacation, recreation, or pleasure,” and 9% were primarily in the state for 
“shopping.” 
 
Using ITRR’s Interactive Data Report Builder, the three bordering Canadian provinces to 
Montana were analyzed to help build an understanding of how Canadian travel behavior, activities, 
points of entry into the state (all points of entry not just international border crossings), and mode of 
entry into the state have all changed over time. When assessing Alberta, British Columbia, and 
Saskatchewan (who represent 91% of all Canadians to Montana), reports for comparative analysis were 
built for the years 2010 and 2018. Displayed below in Table 2, Table 3, and Table 4 are the breakdowns 
for each of the previously mentioned points of inquiry for all three provinces comparing data between 
the two years. 
 
Of the three provinces, Alberta is 65% of visitors, British Columbia is 21% of visitors, and 
Saskatchewan is 14% of visitors to Montana (in 2018).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                          
26 U.S. Travel Association. “Canada: International Inbound Travel Market Profile (2018).” U.S. Travel Association. 
U.S. Travel Association, November 14, 2019. https://www.ustravel.org/research/canada-international-inbound-
travel-market-profile-2018. 
27 Grau, Kara and Battaglia, Brian, "Canadian Travelers in Montana: Traveler Profiles by Purpose of Trip to the 
State" (2015). Institute for Tourism and Recreation Research Publications. 320. 
https://scholarworks.umt.edu/itrr_pubs/320 
28 Grau, Kara, "2018 Nonresident Visitation, Expenditures & Economic Impact Estimates" (2019). Institute for 
Tourism and Recreation Research Publications. 385. https://scholarworks.umt.edu/itrr_pubs/385 
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Alberta Residents 
 
Table 2: Travel Trends for Residents of Alberta, 2010 vs. 2018 (ITRR) 
Alberta, Canada 
Primary Reason for Trip 2010 (n=634) 2018 (n=681) 
1) Just passing through 42% Just passing through 50% 
2) Vacation/recreation/pleasure 33% Vacation/recreation/pleasure 37% 
3) Shopping 9% Shopping 5% 
  
Top Activities 2010 2018 
1) Scenic driving 48% Scenic driving 45% 
2) Car/RV camping 45% Recreational shopping 34% 
3) Recreational shopping 42% Car/RV camping 23% 
  
Montana Point of Entry 2010 2018 
1) Sweetgrass 50% Sweetgrass 26% 
2) Roosville 11% Monida 24% 
3) Monida 10% Roosville 18% 
  
Mode of Entry 2010 2018 
1) Auto/Truck 74% Auto/Truck 75% 
2) RV/Trailer 16% RV/Trailer 16% 
3) Motorcycle 7% Motorcycle 8% 
4) Air 4% Air 1% 
 
Consistent with data collected in other years by ITRR and previously mentioned studies, the 
primary reason for Albertans traveling into Montana was predominately passing through, with 42% 
stating it was their primary reason in 2010 and 50% stating it was their primary reason in 2018. One 
noticeable change, however, was the proportion of respondents who reported entering Montana 
through the Sweetgrass international crossing (50% in 2010 to 26% in 2018). Monida, located on I-15 
along the southwestern border of Montana, saw a 14% increase in use as a point of entry into the state, 
along with a 7% increase for Roosville.   
 
Many of these travelers are snowbirds, traveling to Arizona or other southwest states for the 
warmth and sunshine in the winter months. Therefore, this switch in 2018 of numbers decreasing from 
the Sweetgrass border and increasing at the Monida entrance to Montana might simply reflect the 
direction of their trip (traveling south or traveling north) when these visitors were intercepted. 
Interesting, According the Conference Board of Canada, when Canadian overall outbound travel 
declined in 2015 and 2016, snowbird trips increased. Since 2000, Canada's snowbird market has grown 
at an average annual rate of 9.8%.  In addition, Canadians are much more likely to travel domestically or 
to the U.S. as they get older, instead of overseas.   
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British Columbia Residents 
 
Table 3: Travel Trends for Residents of British Columbia, 2010 vs. 2018 (ITRR) 
British Columbia, Canada 
Primary Reason for Trip 2010 (n=160) 2018 (n=222) 
1) Just passing through 42% Vacation/recreation/pleasure 39% 
2) Vacation/recreation/pleasure 38% Shopping 30% 
3) Visiting friends/relatives/family 10% Just passing through 21% 
  
Top Activities 2010 2018 
1) Scenic driving 64% Scenic driving 38% 
2) Recreational shopping 53% Recreational shopping 37% 
3) Car/RV camping 38% Day hiking 34% 
  
Montana Point of Entry 2010 2018 
1) Roosville 63% Roosville 57% 
2) St. Regis (I-90 Corridor) 16% St. Regis (I-90 Corridor) 9% 
3) Sweetgrass 4% West Yellowstone 5% 
  
Mode of Entry 2010 2018 
1) Auto/Truck 84% Auto/Truck 78% 
2) RV/Trailer 12% RV/Trailer 16% 
3) Motorcycle 3% Motorcycle 4% 
4) Air 1% Air 1% 
 
Although the actual activities themselves did not change much from 2010 to 2018, visitors from 
British Columbia reported much lower levels of scenic driving (38%) and recreational shopping (37%) in 
2018 than in 2010. As for the mode of entry into the state and the point at which that took place, 
residents of British Columbia appear to have remained fairly consistent from 2010 to 2018. For both 
years of analysis, ‘Auto/Truck’ and ‘Roosville’ were the mode and point of entry for a majority of British 
Columbians. 
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Saskatchewan Residents 
 
Table 4: Travel Trends for Residents of Saskatchewan, 2010 vs. 2018 (ITRR) 
Saskatchewan, Canada 
Primary Reason for Trip 2010 (n=85) 2018 (n=143) 
1) Just passing through 48% Just passing through 62% 
2) Vacation/recreation/pleasure 36% Vacation/recreation/pleasure 19% 
3) Business/Convention 5% Shopping 7% 
  
Top Activities 2010 2018 
1) Scenic driving 76% Scenic driving 63% 
2) Car/RV camping 39% Wildlife watching 30% 
3) Recreational shopping 38% Car/RV camping 24% 
  
Montana Point of Entry 2010 2018 
1) Sweetgrass 20% Monida 22% 
2) Raymond 16% Raymond 19% 
3) Monida 16% Fairview & Willow Creek 9% 
  
Mode of Entry 2010 2018 
1) Auto/Truck 73% Auto/Truck 77% 
2) RV/Trailer 20% RV/Trailer 18% 
3) Motorcycle 7% Motorcycle 4% 
4) Air <1% Air <1% 
 
Residents from Saskatchewan stated that the main purpose of their trip to Montana was simply 
just passing through. However, by 2018 the proportion of respondents who stated just passing through 
as their primary reason for visiting had increased by 14% from 2010 (48%) to 2018 (62%). Additionally, 
the percentage of southern entries from Monida increased by 6%, while entries through Sweetgrass 
dropped by 12% to 8% in 2018 (statistic not shown in table).  
  
First-time and Repeat Canadian Visitor Comparison 
Information sources used by all 2018 first time and repeat Canadian visitors to Montana who 
completed the annual ITRR nonresident mail back survey show that, overwhelmingly, the most-used 
resource for both groups was an online search engine (e.g., Google). In comparison to repeat visitors, 
first time visitors were more likely to use other online resources such as consumer online reviews (26%), 
and online videos (e.g., YouTube) (29%). In general, and somewhat predictably so, first time visitors 
reported higher rates of using nearly all information sources when compared to their repeat 
counterparts. As for repeat visitors to Montana, these respondents were more likely to rely on 
information from previous visitor(s) (18%), as well as information obtained from automobile clubs 
(11%), like AAA. Table 5 shows the top resources used for trip planning, as well as an overall breakdown 
of the percentage of respondents who used that resource for both first time and repeat visitors in 2018.  
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Table 5: Trip Planning Resources Used by 2018 Canadian Visitors to Montana 
2018 Canadian Visitors to Montana 
Resources Used 
First Time Visitors 
10% of Canadian 
Visitors to MT 
Repeat Visitors 
90% of Canadian 
Visitors to MT 
Search Engine (e.g., Google) 58% 42% 
Online Video (e.g., YouTube) 29% 2% 
Consumer Online Reviews 26% 7% 
Mobile Apps 17% 10% 
National Park brochure/book/website 17% 8% 
Official MT Website 17% 12% 
Other Travel Websites 17% 5% 
Info from a friend/relative living in MT 13% 5% 
Info from previous visitor(s) to MT 13% 18% 
State Park Brochure/Website 13% 4% 
Magazine/Newspaper article 9% 4% 
Social Media 8% 8% 
Regional MT Travel Guide 4% 5% 
Online Travel Agent (e.g., Travelocity) 4% 4% 
Magazine/Newspaper Article Online 4% 3% 
Automobile Club (e.g., AAA) 4% 11% 
Official MT Guidebook Magazine 4% 5% 
Info from Private Business Employees 4% 3% 
Montana Advertising Campaign 4% 2% 
Professional Online Travel Reviews 4% 1% 
Guidebook 4% 1% 
Called a MT Visitor Info Line/Center 4% 1% 
Info from Special Events 0% 3% 
"Made in Montana" Website 0% 1% 
MT Community Travel Guide 0% 1% 
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Spending by Canadians  
One of the more striking overall trends in Canadian visitation to Montana is the decrease in not 
only the number of Canadian residents visiting Montana, but also their reported spending. In 2013, ITRR 
estimated that 1.6 million Canadians visited Montana, spending an estimated $306 million in the 
process.29 By 2018, estimates for the number of Canadian visitors dropped to 1.34 million, with 
expenditure estimates being cut almost in half at roughly $155 million.30  
 
These figures presented by ITRR seem to mirror the results captured in Figure 2 from the 
Conference Board of Canada in that they demonstrate the effect the conversion rate has on Canadian 
visitation to Montana. In the year in which Canadians had the best exchange rate in relation to the U.S. 
dollar (2013), it appears not to be a coincidence that this was also one of the years with the highest 
number of estimated Canadian visitors and highest estimated expenditure amount.  
 
Figure 2 shows that as the exchange rate becomes unfavorable to Canadians, their visitation and 
spending in Montana decreases.  
 
 
Figure 2: Spending and Visitation Estimates for Canadian Visitors to Montana: 2013-2018 (ITRR) 
 
*Exchange rate: For $1 Canadian, they received 97¢ USD in 2013. By 2018 they received 75¢ for their dollar. 
                                                          
29 Grau, Kara, "2013 Nonresident Visitation, Expenditures & Economic Impact Estimates: Estimates by full year, 
quarters, trip purposes & international visitors" (2014). Institute for Tourism and Recreation Research Publications. 
300. 
30 Grau, Kara, "2018 Nonresident Visitation, Expenditures & Economic Impact Estimates" (2019). Institute for 
Tourism and Recreation Research Publications. 385. https://scholarworks.umt.edu/itrr_pubs/385 
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Repeat Canadian Visitors – Motivations for Return Travel 
In another recent study conducted by ITRR, repeat visitors to the state were surveyed using the 
ITRR research panel to help build an understanding of their primary motivations for returning to 
Montana31. We filtered out the responses from Canadian visitors within that study and used several 
questions pertaining to their destination(s) of choice, preferred activities, and general travel 
characteristics for further analysis. Results from this data mining process produced several interesting 
findings in regard to repeat Canadian visitors to Montana.  
 
First, respondents’ ages were analyzed to assess whether or not this particular survey   
produced data that would match some of the previously mentioned general findings related to Canada’s 
aging population. Of the repeat Canadian visitors who provided their age, the average age of 
respondents was roughly 62 years old. Additionally, 33% of respondents reported being within the age 
range of 55-64, with another 38% reporting they were 65-74 years old. These results, displayed in Table 
6 below, show the overall breakdown of age provided by respondents. 
 
Table 6: Age of Repeat Canadian Visitors (ITRR) 
Next, respondents were asked to provide their 
annual household income in U.S. dollars. Of those that 
responded, the income category with the largest reported 
percentage was the $50,000 to $74,999 range with 33%. The 
next highest reported income brackets were $75,000 to 
$99,999 and $100,000 to $149,999 with 19% and 18%, 
respectively.  
 
 
 
Table 7: Annual Household Income of Repeat Canadian Visitors (ITRR)       
 
Table 7 is a complete breakdown of the 
annual household income for repeat 
Canadian visitors. Additionally, 
respondents were asked to provide 
information on how far in advance they 
begin planning their vacation. As shown in  
Table 8, the timeframe with the 
 
 
Table 8: Planning Horizon for Repeat Canadian Visitors (ITRR) 
 
highest reported 
percentage was ‘3-4 
months ahead’ 
(34%), followed by 
‘1-2 months ahead’ 
(26%), and ’6 
months to a year 
ahead’ (25%). 
                                                          
31 Repeat Visitors - Assessing Motivations for Return Visits and the Influence of Previous Visits to Montana 
  N Percent 
Age 
(Mean= 
62.19) 
18-24 1 <1% 
25-34 1 <1% 
35-44 9 5% 
45-54 20 12% 
55-64 55 33% 
65-74 63 38% 
75+ 19 11% 
  N Percent 
Which 
category best 
describes 
your annual 
household 
income in 
U.S. dollars? 
Less than $50,000 27 15% 
$50,000 to $74,999 59 33% 
$75,000 to $99,999 35 19% 
$100,000 to $149,999 32 18% 
$150,000 to $199,999 16 9% 
$200,000 or greater 12 7% 
n= 181 100% 
  N Percent 
   How far in 
advance do 
you begin 
planning your 
vacations? 
Less than one month 16 9% 
1-2 months ahead 47 26% 
3-4 months ahead 62 34% 
5-6 months ahead 31 17% 
6 months to a year ahead 45 25% 
More than one year ahead of my vacation 6     3% 
n= 207 100% 
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Table 9: Influences on Repeat Canadian Visitors to Montana (ITRR) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
*5-point Likert Scale: 1= never to 5=always 
 
Table 9 above provides a full breakdown of repeat Canadian visitors’ responses to how often they feel they are influenced to visit 
Montana by features or activities.  On a 5-point Likert scale ranging from ‘never’ to ‘always,’ Montana’s scenery topped the list with a mean of 
3.82, followed by Montana’s wide-open spaces (3.54). In addition, 45% of respondents stated they were influenced by shopping either many 
times or always, a number that was noticeably higher than visitors from other states which was 19% for shopping. 
   Never Rarely Sometimes Many times Always Mean* 
Total 
Respondents 
As an 
adult, how 
often do 
the 
following 
influence 
your 
visit(s) to 
Montana?  
Montana's scenery 5% 3% 25% 39% 28% 3.82 202 
Montana's wide-open spaces 10% 6% 25% 36% 23% 3.54 191 
Montana's access to lakes and rivers 10% 11% 22% 36% 21% 3.47 193 
Montana's public lands (parks, forest, 
grasslands) 9% 8% 17% 46% 20% 3.47 193 
Other 32% 2% 8% 26% 32% 3.23 47 
Shopping 16% 12% 27% 30% 15% 3.16 191 
Montana's history and culture 12% 16% 38% 27% 7% 3.01 184 
Wildlife watching 19% 17% 32% 24% 8% 2.84 182 
Camping 39% 10% 17% 25% 9% 2.55 184 
Hiking 30% 16% 34% 16% 4% 2.48 180 
Special events 34% 15% 28% 17% 6% 2.45 182 
Sporting events (participate or attend) 46% 20% 19% 10% 5% 2.04 179 
Winter sports 53% 13% 16% 14% 4% 2.03 180 
Friends/relatives living in Montana 67% 7% 14% 9% 3% 1.73 191 
Fishing 65% 14% 13% 5% 3% 1.67 175 
My second home in or close to Montana 84% 3% 2% 2% 9% 1.47 184 
Business 82% 7% 9% 2% 0% 1.30 182 
Hunting 90% 7% 2% 1% 0% 1.15 172 
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When asked about the purpose of their trip to Montana, repeat Canadian visitors stated that 
‘vacation/recreation’ was the most likely purpose for their trips to Montana (84%), followed by ‘driving 
through’ (56%), and ‘shopping’ (36%) (Figure 3). In comparison to the overall sample of repeat visitors to 
the state, only 33% of all repeat visitors to the state selected ‘driving through’, while 7% selected 
‘shopping’. 
 
Figure 3: Canadian Visitors' Purpose of Trip to Montana (ITRR) 
 
 
 
As for the season in which Canadians had previously visited or vacationed in Montana, the 
highest response belonged to summer (85%). The spring season was the next closest response with 76%, 
followed closely by fall (75%) and, finally, winter (66%) (Table 10). In comparison to the overall sample 
of all repeat visitors to Montana (no matter where from), Canadians reported higher percentages of 
spring, fall, and winter visitation than visitors from other states. 
 
 
Table 10: Season of Previous Visitation or Vacation by Canadian Visitors (ITRR) 
  
Canadian Repeat 
Visitors to MT 
All Repeat Visitors 
to Montana 
  N Percent N Percent 
What seasons have you 
visited/vacationed in 
Montana (Check all that 
apply) 
Summer 176 85% 924 84% 
Spring 158 76% 671 61% 
Fall 156 75% 649 59% 
Winter 138 66% 528 48% 
 
 
Repeat Canadian visitors almost unanimously stated that they usually drove into Montana on 
their vacations. The 13 border crossings into the state along with the proximity with which the Canadian 
population lives to the U.S. border, it is not too surprising that respondents to the survey mentioned 
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they would drive into Montana (Table 11). This is in contrast to the data from Statistic Canada, which 
stated that the aging Canadian population preferred air travel to the U.S.  However, since you can’t fly 
on a commercial flight directly into Montana, it makes sense that they will drive into our state.   
 
 
Table 11: Usual Mode of Entry into Montana by Canadian Visitors (ITRR) 
  
Canadian Repeat 
Visitors to MT 
All Repeat Visitors 
to Montana 
 N Percent N Percent 
Do you usually fly or 
drive into Montana 
on your vacations? 
Fly 1 1 236 20% 
Drive 205 205 917 80% 
Total 206 100% 1153 100% 
 
           One research question that was posed from the onset was related to repeat visitors’ propensity 
to visit similar or different places in Montana. As Table 12 shows, more than half of the Canadian repeat 
visitors (58%) prefer to visit the same locations when vacationing in Montana. In addition to staying in 
similar places, nearly three quarters of repeat visitors (74%) are likely to participate in the same 
activities while in Montana (Table 13). 
 
Table 12: Likelihood to Visit the Same Places when Vacationing in Montana (ITRR) 
  
Canadian Repeat 
Visitors to MT 
All Repeat Visitors 
to Montana 
 N Percent N Percent 
Do you generally vacation 
in the same places in 
Montana each time you 
visit? 
Yes 120 58% 612 55% 
No 87 42% 495 45% 
Total 207 100% 1107 100 
 
Table 13: Likelihood to Participate in Same Activities While Vacationing in Montana (ITRR) 
  
Canadian Repeat 
Visitors to MT 
All Repeat Visitors 
to Montana 
 N Percent N Percent 
Do you generally 
participate in the same 
activities each time you 
visit Montana? 
Yes 153 74% 782 71% 
No 54 26% 318 29% 
Total 207 100% 1100 100% 
 
 
Further analyzing activities that repeat Canadian visitors chose to participate in, respondents 
provided answers for their top 3 activities to do while in Montana. Figure 4 provides the top 15 activities 
in which repeat in which Canadian visitors chose to participate. The numbers to the right of each activity 
are the total times that activity was mentioned by respondents. One hundred and ninety respondents 
filled in an activity in the first box, 179 wrote in for the second activity, and 160 provided a third activity. 
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Figure 4: Top Activities While in Montana (ITRR) 
 
 
Canadian respondents identified all the regions within the state that they had spent time 
exploring (not just driving through) by selecting each region on the map in Figure 6.   
 
The most visited region was Glacier Country with 71% of respondents having been there on a 
previous visit. Table 14 provides a breakdown of the percent of repeat Canadian visitors who have 
explored in each of the seven regions.  
 
Results show that in addition to high visitation of 71% in Glacier Country, Southwest Montana, 
Yellowstone Country, and Central Montana all had high levels of previous visitation as well with 60%, 
59%, and 57%, respectively. On the other hand, there was a low level of visitation to Southeast 
Montana, Missouri River Country, and Indian Country by repeat Canadian visitors. With several Indian 
Reservations located on or near the U.S. & Canadian border, one might assume that visitation to these 
areas would be more frequent. This lack of visitation could be seen as an opportunity for some of those 
regions to try and address capturing the Canadian market, if that is something desired by these visitors.  
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Figure 5: Map of Montana Travel Regions (ITRR) 
 
Note: 1=Glacier Country; 2=Southwest MT; 3=Central MT; 4=Yellowstone Country; 5=Missouri River Travel Region; 
6=South East MT; pinkish areas = Indian Reservations (the 7th MT travel region) 
 
 
Table 14: Previously Visited Travel Regions for Canadian Visitors (ITRR) 
    N Percent 
On previous visits to Montana, which 
regions on the above map have you spent 
time exploring (i.e., you engaged in some 
activity, not just driving through)? (Check 
all that apply)  
1. Glacier Country 148 71% 
2. Southwest Montana 124 60% 
4. Yellowstone Country 123 59% 
3. Central Montana 118 57% 
6. Southeast Montana 48 23% 
5. Missouri River Country 46 22% 
7. Indian Country 
Reservations 
28 14% 
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             Continuing the mining process of analyzing the travel characteristics of repeat Canadian visitors, a set of 15 possible reasons were given 
for why we thought people chose Montana over other destinations. These were presented on a 5-point agreement scale from ‘strongly disagree 
to strongly agree’ (Table 15). For Canadian repeat visitors, “It is close to where I currently live” and “Montana has no sales tax” were the top two 
reasons why they chose to visit Montana in comparison to other destinations, with means of 4.26 and 3.93, respectively. These two figures were 
much higher when compared to the overall sample of repeat visitors in the study, as all repeat visitors reported a mean of 2.72 for the reason ‘It 
is close to where I live’ and a mean of 3.4 for ‘Montana has no sales tax’. Additionally, repeat Canadian visitors were more likely to say that they 
choose Montana over other destinations because it had good shopping, with Canadians reporting a mean of 3.53 and the overall sample 
reporting a mean of 2.77. 
 
Table 15: Why Canadians Visit Montana over Other Destinations (ITRR) 
    Strongly Disagree 
Somewhat 
Disagree 
Neither 
Agree 
nor 
Disagree 
Somewhat 
Agree 
Strongly 
Agree Mean 
Total 
Respondents 
Level of 
agreement 
in which 
respondents 
choose to 
visit 
Montana in 
comparison 
to other 
destinations 
It is close to where I currently live 1% 1% 30% 42% 26% 4.26 203 
Montana has no sales tax 1% 2% 24% 52% 21% 3.93 203 
I know what to expect on my visit(s) 1% 6% 42% 34% 17% 3.91 204 
I enjoy the people who live there 1% 3% 36% 41% 19% 3.91 206 
I like Montana's access to public lands 1% 4% 43% 39% 13% 3.71 200 
Montana offers scenic beauty that I can't get anywhere 
else 2% 7% 26% 49% 16% 3.69 204 
I like Montana's access to public waterways 2% 12% 51% 25% 10% 3.59 200 
I feel there is always something new to see/visit in 
Montana 6% 4% 5% 27% 58% 3.58 203 
Montana has good shopping 6% 3% 26% 23% 42% 3.53 202 
Montana has history/culture I want to experience 7% 7% 42% 36% 8% 3.32 204 
I can see wildlife that is hard to see elsewhere 9% 4% 31% 38% 18% 3.27 198 
It offers an experience that I can't get anywhere else 14% 15% 41% 25% 5% 2.9 202 
It offers recreational opportunities that I can't get 
anywhere else 21% 17% 43% 16% 3% 2.62 203 
I have a second home in or close to Montana 74% 9% 14% 2% 1% 1.47 199 
I plan on moving/retiring to Montana 83% 2% 5% 2% 8% 1.46 197 
Scale: 1=Strongly disagree; 2=Somewhat agree; 3=Neither agree nor disagree; 4=Somewhat agree; 5=Strongly agree 
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Respondents were asked to provide information on what they thought would increase their 
likelihood of returning to Montana. Of the options given to respondents, providing ‘more information 
for new and different things to do’ topped the list with 50% of respondents selecting that option. Thirty-
two percent of respondents selected ‘a wider range of retail shopping opportunities’. Table 16 is a 
complete breakdown of the suggestions that could increase respondents’ likelihood of returning to 
Montana. 
 
Table 16: Increasing Respondents' Likelihood of Returning to Montana (ITRR) 
    N Percent 
Which of the following 
would increase your 
likelihood of returning 
to Montana? (Check all 
that apply) 
More information for new and different things to do 104 50% 
A wider range of retail shopping opportunities 66 32% 
Other (please describe) 58 28% 
Increased opportunities to experience local cuisine 57 27% 
More opportunities to experience cultural heritage 55 26% 
Improved signage and travel information along roadways  40 19% 
Improved road conditions 38 18% 
  
Summary, Conclusions & Recommendations 
 This report was based on literature review and data mining of ITRR data sets (the quarterly 
nonresident visitor studies and the Repeat Visitor Study to Montana). Our purpose was to learn more 
about visitors from Canada and to ascertain the reason for a downturn in their visitation to Montana. 
Ninety percent of Canadian visitors to Montana come from Alberta, British Columbia, and 
Saskatchewan.  Data and literature revealed answers to the following questions: 
 
1. Why are Canadians coming to Montana? Is it simply a pass thru location or a destination of 
travel?  The majority of visitors from all three of our top provincial visitors were passing though 
our state. For Albertans the primary purpose is 50% passing through, 37% on 
vacation/recreation/pleasure, and 5% shopping. For British Columbians, 39% were passing 
through, 30% on vacation/recreation/pleasure, and 21% shopping.  Finally, for visitors from 
Saskatchewan 62% were passing through, 19% on vacation/recreation/pleasure, and 7% 
shopping.  
2. What are some of the differences between first time visitors and repeat visitors? Since 91% of 
Canadian visitors are from the three provinces at our northern border and 90% of those are 
repeat visitors, there is little evidence of differences between first time and repeat visitors from 
Canada. The most obvious difference is discussed in question #3.  
3. What is the most useful trip planning resource for Canadian travelers? Upon arrival, what is 
the most useful resource?  The most-used resource for both first time and repeat visitors is an 
online search engine (e.g., Google). In comparison to repeat visitors, first time visitors were 
more likely to use other online resources such as consumer online reviews (26%), and online 
videos (e.g., YouTube) (29%). First time visitors reported higher rates of using nearly all 
information sources when compared to repeat visitors. Repeat visitors to Montana are more 
likely to rely on information from previous visitor(s) (18%), as well as information obtained from 
automobile clubs (11%), like AAA. 
 
Canadian Travelers 2020 
 
20 
 
4. Are there any observable changes in behavior and activity?  Comparing the top three visitor 
activities from 2010 to 2018, differences did emerge. While the top activities usually stayed the 
same between the two years, there was a noticeable change in the number of people doing 
those activities. In most cases, the percent of visitors doing the same activities decreased. In 
Saskatchewan, wildlife viewing overtook both car/RV camping and recreational shopping.   
 
Alberta visitors  2010 2018 % change 
Scenic driving 48% 45% -3% 
Car/RV camping 45% 23% -22% 
Recreational shopping 42% 34% -8% 
British Columbia visitors    
Scenic driving 64% 38% -26% 
Recreational shopping 53% 37% -16% 
Car/RV camping 38% 34% -4% 
Saskatchewan    
Scenic driving 76% 63% -13% 
Car/RV camping 39% 24% -15% 
Recreational shopping 38% Wildlife watching 30% n/a 
 
5. When do Canadian visitors come to Montana?  Repeat Canadians are more likely to visit 
Montana in all four seasons compared to non-Canadian repeat visitor.  Eighty-five percent of 
Canadian repeat visitors have come in the summer compared to 84% of all repeat visitors; 76% 
of Canadian visitors have come in the spring compared to 61% of all repeat visitors; 75% of 
Canadian visitors have come in the fall while only 59% of all repeat visitors visited in the fall, 
and; 66% of Canadian repeat visitors visit in the winter but only 48% of all repeat visitors have 
come in the winter.   
6. What is the nature of Canadian visitation to Montana tribal reservations? What activities or 
events are Canadians seeking out and participating in?  Only 14% of repeat Canadian visitors 
have visited Indian Reservations. In addition, the top reasons repeat Canadian visitors come to 
Montana is because it is close to where they live, because Montana doesn’t have a sales tax, 
because they know what to expect when they come here, they enjoy our residents, and they like 
Montana’s access to public lands.  
 
Finally, “Why are there changes in Canadian visitation numbers to Montana? Although already 
known at the outset, there appears to be confirmatory evidence from both primary and secondary 
sources to suggest that traditional drivers of Canadian tourism to the U.S., such as a positive exchange 
rate for Canadians, are contributing to the recent observed decrease in Canadian visitors to Montana. In 
addition, as mentioned in the introduction section and the beginning of the results section, it is often 
the case that border policies and/or the economic standing between the two countries can be large 
drivers or deterrents of tourism. Therefore, it is not so much the activities or characteristics of a 
particular place that are necessarily driving tourism but, rather, the perceived purchasing power of 
discretionary income held by Canadian travelers. The current exchange rate is forecasted to increase in 
favor of the Canadian dollar over the next several years. This alone will likely help in recapturing 
previous visitors to Montana.   
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Finally, the Canadian population is expected to age over the next several years. Since Canadians 
are more likely to travel the older they become according to the Conference Board, and (if projections 
hold true), this particular generation of elderly Canadians are expected to be wealthier, healthier, and 
more mobile than their predecessors of only a decade ago. This shifting demographic trend could 
provide opportunities to capture this growing market from our neighbors to the north.  
